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This paper examines the impact of tourists’ perceived service quality on cognitive
image they have towards the built environment dimension in Bangladesh. A survey was
conducted through self-administered questionnaires among tourists visiting Bangla-
desh. Factor analysis and multiple regression analysis were used to find the influence of
perceived service quality on cognitive image. The findings of the study indicate that
perceived service quality factors are highly significant for the built environment
dimension of the cognitive image that respondents have towards Bangladesh. The
findings also reveal that there are high correlations among perceived tour services
quality, perceived hospitality services quality, and built environment dimension of
cognitive image. The study concludes that the cognitive image that the tourists have
towards a destination is modified by their perceptions of service quality experience
during their visit.
Keywords: service quality; cognitive image; built environment; image formation
Introduction
Tourists, irrespective of types, make their travel decisions based on the images of the
destinations that are formed in their minds. Thus, destination marketers are always keen to
build favourable images of their destinations. Image formation is crucial to tourism
marketing (O’Leary & Deegan, 2003) as image is an important element in the tourist
decision-making process (Beerli & Martin, 2004; Gallarza, Saura, Calderon, & Haydé,
2002). The formation of destination image, defined as the sum of beliefs, ideas, and
impressions that an individual holds about a place (Baloglu & Brinberg, 1997; Kotler,
Haider, & Rein, 1993), has become more important than ever due to the intense
competition among destinations (Buhalis, 2000; Gallarza et al., 2002; Grosspietsch, 2006).
Destination image can also be understood as the mental ideas or conceptions held by
tourists about a destination. These are moulded from the beliefs and knowledge they have
about the resources, attractions, and services they observe or experience while in the
destination (Alhemoud & Armstrong, 1996).
Baloglu and McCleary (1999) further analysed destination image as consisting of the
cognitive and affective components. The cognitive component, which is also known as the
perceptual component, is the knowledge and beliefs about a destination. The affective
component, on the other hand, is linked to the emotions based on the feelings that tourists
have towards the destination. Of the 142 destination image studies undertaken by different
researchers between 1973 and 2000, 136 researchers investigated cognitive image of
destinations (Pike, 2002; Pike & Ryan, 2004). The literature shows that different
researchers find that cognitive image is made of many different dimensions. For example,
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Beerli and Martin (2004) examined five dimensions of cognitive image; Hosany, Ekinci,
and Uysal (2006) examined two dimensions; and Alcaniz, Garcıa, and Blas (2009)
examined three dimensions. Among those dimensions/factors, built environment is the
most vital and visible dimension because it includes general and tourist infrastructures that
are used by tourists during their stay in a destination. Nadeau, Heslop, Reilly, and Luk
(2008) explain that infrastructure is an important part of built environment that includes
items such as the ease of getting around, sports facilities, nightlife/entertainment, and
shopping facilities.
Various factors that have been found to influence tourists’ perception of cognitive
image include political and sports events that take place in the destination (Allen, O’Toole,
McDonnel, & Harris, 2002; Kim &Morrison, 2005; Mihalik & Simonetta, 1999), tourists’
socio-demographic factors (Jenkins, 1999), tourists’ nationality (Dann, 1996; Kozak,
2002; Mackay & Fesenmaier, 1997), tourists’ level of awareness or familiarity with a
particular destination (Andsager & Drzewieska, 2002; Baloglu, 2001), promotional media
(Gartner & Shen, 1992; Jenkins, 1999), and tourists’ psychological factors (Ahmed,
Sohail, Myers, & San, 2006; Baloglu & McCleary, 1999; Beerli & Martin, 2004). Kozak
(2002) found that actual travel experience was likely to have an influence on destination
image. He recommends further studies to confirm the findings.
Perceived service quality, which is based on tourists actual travel experience, may play
a role in the formation of image. Most studies of service quality in tourism tend to examine
the relationship between perceived service quality and tourist satisfaction and behaviour
(Boyer & Hult, 2005; Crosby, DeVito, & Pearson, 2003; Kozak, 2001; Plamer & O’Neill,
2003; Quintal & Polczynski, 2010). However, the impact of perceived service quality on
cognitive image was rarely examined in the past. There is a need to investigate how
perceived service quality influences the formation of cognitive image of destinations
(Ahmed et al., 2006). Huei and Easvaralingam (2011) found that perceived service quality
significantly influences the corporate image of hotels rather than the image of the
destination. Perceived service quality may influence cognitive image of a destination as
well, and there is a need to study this further.
Literature review
Images of destinations are formed in both pre-visit and post-visit stages. Gunn (1972)
opined that destination image consists of two broad elements, namely the organic and
induced/projected elements. The organic element of the image is developed based on what
is known of a destination from non-commercial media, including word-of-mouth reports
and actual visits, factors that involved in marketing have little control, whereas the
induced element of image is formed through promotional activities as an effort to project
favourable portraits of a particular destination (Deslandes, Goldsmith, Bonn, & Joseph,
2007; Tasci & Gartner, 2007).
Gunn (1997) adapted a psychological theory that explains the sequence of perception
formation among tourists through the process of hypothesis, input, and check. According
to Gunn, the organic, induced, or autonomous information will form the imagination that
the potential tourists have about a chosen destination prior to their visit. During a visit,
tourists are exposed to a range of “inputs” that change this cognition and lead to certain
behaviour. Finally, tourists check or compare their experiences against expectations they
had prior to the visit resulting in their perceptions becoming stronger or weaker. During
the tour, tourists compare their pre-visit images against what they actually see, feel, and
achieve at the destination (Chon, 1990). In addition, the pre-visit cognitive image is
























influenced by the tourist’s own needs, motivations, preferences, and other personal
characteristics. During the visit, perceived service quality, alongside personal factors, may
influence the image that tourists have about a destination.
In recent times, perceived service quality and customer satisfaction have become vital
for both producers and service providers in order to attract, retain, and create tourist
loyalty. Tourists favour destinations with high service quality when the price and other
cost elements are held constant (Boyer & Hult, 2005). Perceptions of the quality of
services experienced during a stay measured by use of services (Plamer & O’Neill, 2003)
remain in the minds of tourists (Crosby et al., 2003), and this can easily form the image
they have of the destinations. Researchers have found that improved service quality
creates satisfied customers (Sawmong & Omar, 2004; Szymanski & Henard, 2001) and, in
turn, attains and retains them (Zeithaml, 2000). The quality of service provided by a
service firm distinguishes the firm from the competitors and is more effective in creating
customer loyalty than price (Kandampully & Suhartanto, 2003). Providing quality service
is thus vital to enhance a firm’s market share and profitability (Andronikidis, 2009). Ismail,
Bin Abdullah, and Francis (2009) conducted a study in Malaysia and found a significant
relationship between service quality and customer satisfaction. Tourist firms can
strengthen their competitive edge and earn larger market share by providing services that
exceed customers’ expectations (Mittal, Ross, & Baldasare, 1998).
This paper argues that perceived service quality is important not only for tourists’
satisfaction but also for building a strong image about a destination. Nevertheless, studies
attempting to link perceived service quality to image building are rare. Researchers have
frequently examined the relationship between perceived service quality and tourist
satisfaction. Examples of such studies are the ones undertaken in Spain (Bigné, Sánchez, &
Sánchez, 2001), in Hong Kong (Um, Chon, & Ro, 2006), and in Jordan (Alhroot, 2007).
The above-mentioned studies found significant relationships between perceived service
quality and tourist satisfaction, leading to further research on the link between this
satisfaction and image of the destination as well as intended future visits. Quintal and
Polczynski (2010) examined the relationship between tourists’ perception of service
quality and intention to visit Australia and found a significant relationship. Yet, no research
has been undertaken to study the relationship between perception of service quality and
destination image. The reviewed literature has highlighted the influence of service quality
on tourists’ satisfaction and their behaviour. However, perceived service quality is also
important for confirming the image that tourists have prior to their visit. Perceived service
quality has the ability to confirm tourists’ cognitive image of a destination prior to their
visit. This may, in turn, encourage tourists to re-visit the destination and to spread the
knowledge about the destination to others through favourable word of mouth.
The main objective of this study is to examine the role of perceived service quality in
the formation of the cognitive image that tourists have about a destination that they have
just visited, namely Bangladesh. Specifically, the study aims (1) to examine the
correlations between tourists’ perceived service quality and the cognitive image of
Bangladesh related to its built environment as a tourist destination and (2) to factor the
tourists’ perceived service quality construct and examine the influential role of the derived
factors on tourists’ cognitive image related to its built environment.
Methodology
In this study, service quality is defined as the perceptions held by tourists to Bangladesh
towards tourism facilities and services that they observe and experience at the time of the
























visit, whereas cognitive image is defined as the tourists’ knowledge and beliefs about
Bangladesh. The quantitative research design was used as the approach to investigate the
influence of perceived service quality on tourists’ cognitive image. A survey was
conducted through self-administered questionnaire with a target population of
international tourists who visited Bangladesh between February and April (spring season)
2012. The sample was selected using multistage cluster/area sampling in which tourists
visiting Bangladesh were divided into three groups, namely those visiting the eastern, the
middle, and the western parts of Bangladesh. Then, three cities – Chittagong from the
east, Dhaka from the middle, and Khulna from the west – were chosen as localities from
which the sample was taken from. In the next stage, ward/blocks were chosen randomly
from these cities, and foreign visitors were approached at streets/beaches/shopping malls/
hotels in the selected ward/blocks. Questionnaires were handed out after clarifying that the
potential respondent was a foreigner through preliminary conversation. In addition, a
question in the demographic profile section requiring respondents to indicate the country
of origin contributed in ensuring that respondents were not local tourists.
A quantitative instrument was adapted from Beerli and Martin (2004) and Narayan,
Rajendran, and Sai (2008) to use in data collection in this study. The first section of the
questionnaire consists of 21 items regarding cognitive image of Bangladesh; the second
section consists of 22 items to measure perceived service quality, whereas questions in
the final section serve to gather respondents’ demographic profile. The 7-point Likert-
type scales were used in the measurement in order to get smaller differences in responses.
The validity of the questionnaire was tested through several experts in this field in
Malaysia and Bangladesh, resulting in a few redundant attributes being eliminated and
some missing attributes added along with improvement in terms of wordings and
language. A reliability test was conducted through a pilot survey of 93 respondents prior
to final data collection, and a few items were deleted as their Cronbach’s a was found to
be less than 0.60.
Of the 600 questionnaires, 350 were distributed to and filled by tourists intercepted in
the streets/beaches/shopping malls. From this number, a total of 300 questionnaires were
usable. In addition, 250 questionnaires were distributed with the help of hoteliers and tour
operators of which 145 were usable. From a total of 445 usable questionnaires, nine
outliers were deducted resulting in 436 questionnaires being used for data analysis.
Several hotels were chosen to assist in data collection in addition to outdoor distribution
due to their locations within the sampled areas. Meetings were held with the managers of
these hotels to discuss the purpose of the study. Questionnaires were then left to the
managers, and these questionnaires were distributed to their international guests and later
collected by them. The researchers kept in touch with managers over telephone and met
with them from time to time to collect completed questionnaires. The administration of the
survey at the hotels was monitored closely by the researchers, and the questionnaires
collected from them form 30% of the usable questionnaires in the study.
SPSS 17.0 software version was utilized to screen out outliers; to test normality,
homoscedasticity, multicollinearity, and reliability of data; and to test the studied
hypotheses. An exploratory factor analysis was also conducted to get a summary of the
structure for all the variables used and to observe the underlying dimensions among the
variables in the analysis. In order to examine the influential role of perceived service
quality on cognitive image of destinations in this study, multiple regression analysis was
conducted as follows:
Y ¼ aþ bX þ e;
























where Y is the built environment dimension of cognitive image of Bangladesh, X the
service quality of the tourism sector in Bangladesh as perceived by the tourists, a the
intercept, b the regression coefficient, and e is the Es that are normally distributed,
independent random variables with a mean zero and constant variance.
Correlation between perceived service quality and built environment dimension of
cognitive image as well as the influential role of tourists’ perceived service quality on built
environment dimension of cognitive image was tested. This was followed by the testing of
the hypotheses.
Results
An exploratory factor analysis with varimax rotation was applied to the scales referring to
the cognitive images and perceived service quality in order to reduce their dimensions and
detect the determinant factors, whereas the reliability of the scales was indicated by the
value of Cronbach’s a coefficient. It is also worth mentioning that both Kaiser–Meyer–
Olkin (KMO) and Bartlett’s sphericity (BTS) values for cognitive image items (KMO:
0.936; BTS: 2514.07) indicate the appropriateness of the data for factor analysis.
A factor analysis was conducted using principal component analysis (PCA) and
varimax rotated matrix with Kaiser normalization in accordance with Hair, Black, Babin,
Anderson, and Tatham (2006). The PCA with an Eigen value of more than 1.0 means that
the data are significant and can be used for extracting factors (Hair et al., 2006). Two
factors loading with Eigen value more than 1 were found in this study. The results in
Table 1 indicate that, after deleting 7 items, all the 14 items of cognitive image show large
two-factor loadings.
The factor analysis of cognitive image resulted in two factors/dimensions, namely the
built environment and the natural environment. The built environment consists of man-
Table 1. Factor analysis for cognitive image.
Items Factor loadings Cronbach’s a
It is a destination with good nightlife/entertainment 0.795
It is a destination that has good tourism infrastructures 0.775
It has high standard cleanliness and hygiene 0.756
It is a destination with easily accessible tourist spots 0.689
It is a destination with good sport facilities 0.664
It is a destination with crowded tourist spots 0.636
It is a destination that has excellent shopping facilities 0.559 0.862
Bangladesh has attractive natural attractions and scenery 0.760
It is a destination with hospitable and friendly people 0.754
It has rich and attractive landscapes 0.731
It has high-quality beaches 0.718
Bangladesh is a beautiful destination 0.694
It is a destination that offers many cultural activities 0.597
It has high-quality accommodations 0.559 0.855
Eigen values 6.175
1.584
Percentage of variance explained (%) 55.425
Kaiser–Meyer–Olkin 0.936
Bartlett’s test of sphericity (approx. x 2) 2514.072
df 91
Sig. 0.000
Notes: Extraction method: PCA. Two components were extracted.
























made attributes of Bangladesh such as nightlife, infrastructure, cleanliness and hygiene,
accessibility of tourist areas, sports facilities, degree of crowding in tourist spots, and
shopping facilities, whereas the natural environment consists of attractions, landscape,
natural beauty, beaches, people, and culture.
The Cronbach’s a coefficient is the most common way of measuring internal
consistency that expresses the average correlation among all items of the scale (Pallant,
2007). Several researchers (Hair et al., 2006; Nunnally, 1978) opine that a research should
have Cronbach’s a coefficients above 0.70 of scale. The Cronbach’s a of cognitive image
factors are 0.862 for the built environment dimension and 0.855 for the natural
environment dimension, indicating internal consistencies among the items.
On the other hand, the result of factor analysis on perceived service quality (Table 2)
shows that 11 items of 22 are found to have small factor loading (,0.50) and did not
match with any factor that was excluded. The KMO measure of sampling adequacy for
perceived service quality items shows the value 0.911 (in Table 2) that is adequately
“marvellous” and suitable for factor analysis (Coakes & Steed, 2003; Hair et al., 2006;
Pallant, 2007). The BTS value is also large (1907.009), and its level of significance is low
(0.000). Therefore, both of the KMO and BTS results show the appropriateness of the
factor analysis. The results in Table 2 indicate that, after deleting 11 items, all 11 items of
perceived service quality show large two-factor loadings.
The Cronbach’s a of perceived service quality factors is 0.851 for perceived tour
service quality and 0.831 for perceived hospitality service quality. The factor analysis of
perceived service quality produces two factors/dimensions, namely perceived tour service
quality and perceived hospitality service quality. The perceived hospitality service quality
relates to hotel and restaurant services such as hotel’s safety, restaurant’s food prices,
dishes and menus, staffs’ behaviour, payment system (credit card), shopping centre’s staff,
etc. Meanwhile, the perceived tour service quality relates to transport services,
information, immigration, route signs, clean toilets, and complaints handling, etc.
Table 2. Factor analysis for perceived service quality.
Items Factor loadings Cronbach’s a
Tourist information centres give sufficient services 0.778
Attendance of complaint is efficient 0.775
Transport into city centre is smooth 0.750
It is a place that has clean toilets 0.745
Clear and accurate signs and route information are available 0.688 0.851
Hotels are safe and secured 0.813
Food prices and value are reasonable 0.746
Clear descriptions of dishes and prices on menus are available 0.637
Tour operators’ staff have good appearance and tidiness 0.626
Convenient payment methods (credit card) are available 0.618
Shopping centres’ staff have communications skills 0.615 0.831
Eigen values 3.379
3.114
Percentage of variance explained (%) 59.025
Kaiser–Meyer–Olkin 0.911
Bartlett’s test of sphericity (approx. x 2) 1907.009
df 55
Sig. 0.000
Notes: Extraction method: PCA. Two components were extracted.
























Results of tests of hypothesis
The strength and direction of the linear relationship between two variables is interpreted
from the results of the correlation (Pallant, 2007). Usually, the degree of correlation
indicates the strength and significance of relationship among variables. For this, the
bivariate association is analysed by computing Pearson’s correlation coefficient (r) with
significance levels. Pearson’s correlation takes only one value in between 21 and 1.
Ignoring the sign, the magnitude of the absolute value means the strength of the
relationship between two variables.
Results shown in Table 3 indicate that perceived tour service quality factor has a
highly significant relationship with the built environment dimension of cognitive image,
whereas the perceived hospitality service quality factor has a moderately significant
relationship with the built environment aspect of cognitive image.
Testing the hypothesis H1:
The value of the correlation coefficient r is subject to sampling error as it is computed from
sample data. Thus, whether a given value of r is significantly different from 0 or not had to
be tested.
The formal hypothesis that was tested is as follows:
H0: r ¼ 0 (there exists no correlation between the tourists’ perceived service quality
and their cognitive image related to its built environment).
H1: r – 0 (there is correlation between the tourists’ perceived service quality and their
cognitive image related to its built environment)

















The tabulated value is t0.025 ¼ 1.96 under 5% level of significance, and the calculated
value is tcal ¼ 5.71 that is greater than the tabulated value (i.e. tcal ¼ 5.71 . ttab ¼ 1.96).
Therefore, the null hypothesis is rejected. Thus, it can be concluded that tourists’
perceived tour service quality is correlated with their built environment dimension of
cognitive image of Bangladesh.




HS 0.494** 0.620** 1
Notes: BE, built environment; TS, tour service; HS, hospitality service. **Correlation is significant at the 0.01
level (two-tailed).






































The tabulated value is t0.025 ¼ 1.96 under 5% level of significance, and the calculated
value is tcal ¼ 4.12 that is greater than tabulated value (i.e. tcal ¼ 4.12 . ttab ¼ 1.96).
Therefore, the null hypothesis is rejected. It can be concluded that a correlation exists
between the tourists’ perceived hospitality service quality and their built environment
dimension of cognitive image of Bangladesh.
Testing the hypothesis H2:
In this case, the formal hypothesis that was tested is as follows:
H0: b ¼ 0 and r ¼ 0 (there are no influential relationships between the tourists’
perceived service quality and their cognitive image)
H1: b – 0 and r – 0 (there are influential relationships between the tourists’
perceived service quality and their built environment dimension of cognitive
image)







which is distributed as Student’s t with n 2 2 degrees of freedom, where r ¼ SPðx;yÞffiffiffiffiffiffiffiffiffiffiffiffiffiffiffi
SSðxÞSSðyÞ
p
and comparing the result with t defined by t ¼ ðb=ŝbÞ
The correlation between tour service and cognitive image is r ¼ 5.71, and the
correlation between hospitality service and cognitive image is r ¼ 4.12. In line with the
findings about hypothesis H1, the calculated value of the t-test statistic is found to be
greater than the tabulated value of t below 5% level of significance. The null hypothesis is
therefore rejected. Thus, the results show that there is an influential relationship between
the tourists’ perceived service quality and their cognitive image of Bangladesh.
Results of multiple regression analysis
A multiple regression analysis was conducted in order to answer the research questions
and to verify the research hypotheses. Between a set of variables, multiple regressions
detect every individual variable’s contribution and identify the best predictor variable. For
instance, R 2 shows how well a set of variables (service quality factors such as tour services
and hospitality services) are able to predict a specific outcome (built environment). The
value for R 2 ¼ 1 indicates that the continuous dependent variable and a set of independent
variables have a perfect linear relationship, whereas the value R 2 ¼ 0 expresses zero
linear relationship between them.
The results in Table 4 show that both perceived tour services quality factors and
perceived hospitality services quality factors contributed significantly to the cognitive
image of Bangladesh in relation to its built environment. The contribution of perceived
service quality factors to the built environment dimension of cognitive image was for
perceived tour service quality (b ¼ 0.229) and for perceived hospitality service quality
























(b ¼ 20.060). As shown in Table 4, perceived hospitality service quality is negatively
significant, and perceived tour service quality is positively significant for the built
environment dimension of cognitive image.
Although cognitive image of a destination is an antecedent of behaviour, most
researchers tend to examine the relationship between perceived service quality and
intention to behaviour or actual behaviour (Al-Muala, 2010; Al Sukkar, 2005;
Andronikidis, 2009; Edvarsson, 2005; Ismail et al., 2009; Quintal & Polczynski, 2010;
Um et al., 2006). It has been established that tourists have either positive or negative
cognition of a destination well before their intention to visit or before their actual visit.
High hospitality service quality and tour service quality increase the possibility of
enhancing cognitive image, and ultimately, this will influence the actual visit behaviour at
the destination. The findings of this study indicate that the nature of hospitality service
quality and tour service quality experienced by tourists in Bangladesh plays a major role
for the built environment dimension of cognitive image because image is a predictor of
actual behaviour. The findings have confirmed that perceptions towards both hospitality
service quality and tour service quality influence the cognitive image of the built
environment of a destination formed in the minds of the tourists.
Conclusion and implications
This study was undertaken to examine the influence of perceived service quality on the
image of Bangladesh formed in the minds of its actual tourists. The study finds different
dimensions of cognitive image and perceived service quality. In particular, the hospitality
and the tour dimensions of perceived service quality were found to be highly related to the
built environment dimension of cognitive image, which can be considered as new
independent variables in the model. The results of the hypotheses test demonstrate that
there are positive influential relationships between perceived hospitality service quality
and perceived tour service quality and the built environment dimension of cognitive image
in Bangladesh. The result of this study can assist Bangladeshi marketers to understand the
formation of image and the influential role of perceived service quality on cognition. In
addition, future research should examine the relationships found in this study using
different methods and techniques to further support the model.
Results of this study bear important conceptual and managerial implications. The
study finds that tourists’ cognitive image of a destination consists of two dimensions and
built environment is one of them. Ahmed et al. (2006) propose special studies to
understand how dimensions of cognitive image are perceived differently by different
groups. This study discovers several findings that can be added to the body of knowledge
Table 4. Ordinary least square estimation of multiple regression model (cognitive image 1).
Un standardized Standardized
coefficient coefficient
Model B Std. error b t Sig. Durbin–Watson
(Constant) 0.216 0.193 1.122 0.262 2.106
Service
quality
Tour services 0.193 0.023 0.229 8.306 0.000
Hospitality
services
20.060 0.024 20.060 22.501 0.013
Notes: R ¼ 0.960, adjusted R 2 ¼ 0.918, R 2 ¼ 0.922, df ¼ 435, F statistics ¼ 257.266, and Sig. ¼ 0.000.
























on destination image. It finds that cognitive image tourists have towards a destination can
be further narrowed down to specific dimensions; in the case of Bangladesh, cognitive
image towards the built environment is found to differ from cognitive image towards the
natural environment. Another important theoretical finding is that perceived service
quality does play an important role in the formation of cognitive image related to its built
environment dimension especially with regard to destinations that tourists have just
visited. Thus, it needs to be emphasized that it is highly probable that cognitive image
towards a destination formed in the minds of tourists at the time of their visit differs from
the image they have prior to the visit, which proves the applicability of Gunn’s proposed
hypothesis–input–check process in the image formation.
This study also produces several managerial implications. Perceptions towards tour
service quality and perceived hospitality service quality in the built environment
dimension of Bangladesh are found to be important. In the effort to market Bangladesh as
a tourism destination to international tourists, it is essential to focus on the quality of
hospitality services such as hotel safety, the prices of menus offered by restaurants, the list
of dishes and menus, staff behaviour and hospitality, payment system (credit card) that
ease safe transaction, and communication skills of shopping centre staff. Simultaneously,
Bangladesh tourism needs to concentrate on the quality of front-line services such as
services given by immigration officials and information centres. In addition, efforts need
to be taken to make those receiving visitor complaints to be more sympathetic, transport
staffs more kind and helpful, public toilets much cleaner, and road signs and general
information more efficient.
Although some tourists have preconceived ideas and images, it may still be crucial for
managers to develop specific communication and promotional messages that appeal to
specific segments allowing the most appropriate image to be conveyed. In addition, efforts
need to be put in place by the tourism authority of Bangladesh to ensure the delivery of
service quality and a positive experience to tourists. The impact of a quality experience
can be much greater than the impact of costly advertising with regard to the formation of
positive image among tourists. The local government and tourism planners should
examine the current visitor perceptions and factors that influence these perceptions in
order to create and deliver positive information regarding the place in order to improve
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